Exploring the elements of audience engagement in job

advertising of job search website in Malaysia / Zanariah Abdul Rahman...[et al.] by Abdul Rahman, Zanariah et al.
THE 6TH INTERNATIONAL
ACCOUNTING & BUSINESS CONFERENCE 2019
21 - 22 AUGUST, 2019
INDONESIA BANKING SCHOOL
Organized by:
In Cooperation with: 
 
THE 6TH 
INTERNATIONAL ACCOUNTING  
& 
BUSINESS CONFERENCE 
 
 
 
 
 
 
SECRETARIAT OF IABC 2019 
 
 
 
 
 
 
 
 
MALAYSIA . INDONESIA . 2019 
 
 
Published by  
© UiTM Cawangan Johor, 2019 
Jalan Universiti Off KM 12 Jalan Muar, 85000 Segamat, Johor.            
Email: iabc@uitm.edu.my 
 
All rights reserved. No part of this publication may be 
reproduced, copied, stored in any retrieval system or 
transmitted in any form or by any means – electronic, 
mechanical, photocopying, recording or otherwise, without 
prior permission in writing from the author. 
Email: iabc@uitm.edu.my 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
TABLE OF CONTENT 
No. Particulars Page 
1. Foreword – Vice Chancellor, Universiti Teknologi MARA 2 
2. Foreward - Chairman, Indonesia Banking School 3 
3. Foreword – Rector, Universiti Teknologi MARA 
Cawangan Johor 
4 
4. Foreword – Chairperson, International Accounting and 
Business Conference 2019 
5 
5. Foreword – Chairperson, International Accounting and 
Business Conference 2019 
6 
6. Itinerary – Programme Schedule 7 
7. Keynote Speaker  8 
8. Parallel Session Schedule 9 
9. Abstracts 23 
10. Organising committee 101 
11. Collaborators 103 
12. Acknowledgement 104 
13. Sponsor 105 
 
 
Towards greater transparency, accountability & 
sustainability in financial governance 
 
 Page 33 
IABC2019-010 
 
EXPLORING THE ELEMENTS OF AUDIENCE ENGAGEMENT IN JOB 
ADVERTISING OF JOB SEARCH WEBSITE IN MALAYSIA  
 
Zanariah Abdul Rahman1, Akmal Aini Othman2, Syaidatul Zarina Mat Din3 and                                      
Norsahira Abdul Rahman4 
 
 1Lecturer, Faculty of Business Management, Universiti Teknologi MARA 
Segamat, Johor, Malaysia 
zanariah75@uitm.edu.my 
 
2Lecturer, Faculty of Business Management, Universiti Teknologi MARA 
Segamat, Johor, Malaysia 
akmal123@uitm.edu.my 
 
3Lecturer, Faculty of Business Management, Universiti Teknologi MARA 
Segamat, Johor, Malaysia 
Sasai2003@uitm.edu.my 
 
4Faculty of Business Management, Universiti Teknologi MARA 
Segamat, Johor, Malaysia 
 
Abstract 
Recently, internet or social media has been the popular choice for companies to 
develop their business strategies. Social media is not used for communication 
tool or for entertainment only but an important part in marketing strategy as 
well as a recruiting platform.  A job search websites agency has tried various 
new strategies to drive traffic from Facebook to their job platform. Although, 
Facebook has billions of users, some website advertisement on Facebook is not 
attractive enough to attract audience engagement. There are many elements in 
job advertising that has caused the audience whether to engage or not with the 
ads. Moreover, not many study has been done on evaluating the elements in job 
advertising, especially in Malaysia. Therefore, the researchers want to assess 
the types of audience engagement towards job advertising in Facebook and to 
explore the elements in job advertising that able to increase the audience 
engagement. To gain deep insight about this topic, the researchers conducted an 
exploratory research where audiences were interviewed about their 
engagement with the job advertising especially in Facebook. The study revealed 
that audiences who mostly ‘like’ the ads will share it with other people. Besides 
interactive functions, colors and fonts of the ads are also important elements to 
determine audience engagement. 
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